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Abstract: 
 
 
 
 
 
 
This paper researches certified B corps (or certified B corporations) and the viability 
for some companies in the creative industry to adopt this certification into their own business 
models. Certified B corporations are social/environmental conscious companies that publicly 
declare their allegiance to sustainable business practices. Certified B corp is a fairly new 
certification and its impact on certain industries have not been researched. This paper will 
explore whether some companies in the creative industry can adopt this certification to its 
business model to help differentiate themselves in a growing and competitive market. 
In this paper, I will be pulling from existing certified B corps, the B Lab (non-profit 
responsible for certified B corps), interviews from active participants of the creative sector 
and data from a creative economist. Through primary and secondary research, four factors of 
implementation were drawn: Age of organization, Community Support, Understanding the 
Structure of an Organization, and Time and Resources. When implementing certified B corps 
into a creative company, these four factors are considerations and not best practices. 
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INTRODUCTION AND CONTEXT 
 
 
 
As conscious mission-driven companies like Ben & Jerry’s, Etsy and Patagonia lead 
the charge in making conscious products and conducting conscious transactions, ever more, 
are we seeing organizations recognize the importance of its consumers, social justice 
movements, arts and culture preservation, environmental advocacy and sustainable community 
development. Ben & Jerry’s, Etsy and Patagonia are the largest and most notable certified B 
corps. Uniquely they have been able to distinguish their brands from other for-profit 
organizations with the same commitment to causes and philanthropic efforts by having an 
allegiance with the social/environmental third-party certification seal known as certified B 
corporations or certified B corps. Although some for-profit and most nonprofit organizations 
have been mission driven service providers to factions of our societies, certified B corps have 
allowed these companies to maintain their mission throughout all business transactions. In 
some instances, when companies are or are becoming either for-profit or nonprofit, issues like 
lack of funding and/or moral integrity can arise and be compromising, especially for 
organizations in the creative realm. Not only is the economic landscape changing, consumers 
are demanding more self-awareness and selfless action from businesses they depend on. In a 
Nielsen report, “The Global, Socially Conscious Consumer, over 66% of 28,000 respondents 
from 56 countries preferred to buy products and services that give to causes outside their own 
interest.(Nielsen 2014)
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The B Lab (established in 2006 in Philadelphia), the nonprofit organization 
responsible for creating certified B corps, saw this trend line and nestled its certification to 
target organizations that have a soul of a nonprofit but the body of a for-profit. When 
looking to the future of new and existing businesses in the creative industry, more options 
should be available to proactively combat decreases in funds, compromised moral equity 
and brand awareness. This paper is an overview of B corporation certification and serves to 
provide information to organizations in the process of considering their business model. 
 
CONTEXT: 
 
 
 
In order to approach this potential opportunity for the creative sector, this section 
will identify the major issues plaguing the for-profit and nonprofit sectors that hinder 
certain organizations from growing and allow a gap certified B corps can fill with 
thoughtful consideration. 
Uniquely, the creative industry is comprised of for-profit and nonprofit organizations 
that produce “creative products” (Howkins 2013, 7). John Howkins, creative economist, 
researcher and author of The Creative Economy: How People Make Money from Ideas, 
defines “creative products” as “an economic good, service or experience resulting from 
creativity whose main economic value is based in creativity” (Howkins 2013, 7-8). As one 
can imagine, its cross-pollination of sector variance includes an expansive amount of 
organizations. Even though the creative sector is quite substantial it does have some issues 
surrounding the structural status as a for-profit or non-profit. 
Albeit some organizations do not receive funding from the government (rather from 
corporations, foundations and individual support) there are a number of organizations that 
do receive government funding. Government support is fickle and has been fluctuating for 
decades. The nonprofit sector over time has been forced to be resilient by diversifying its 
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revenue stream (foundations, corporations and individual support). The nonprofit sector has 
had to constantly acclimate to economic and political fluctuations with hindering some 
companies from financial independence to this sector. 
The for profit structure also has its unpleasant characteristics. The Great Recession is 
a recent example of how loose transparency and regulation in a sector can negatively impact 
an economy at large. “The issue here is not that business is bad or that profits are bad or that 
capitalism is bad. The issue is that the form with which we have organized corporate 
structures—and that structure’s impact on our society—is out of balance” (Friedenwald-
Fishman 2011). Eric Friedenwald-Fishman an economist columnist, states in  his article, S 
Corps, C Corps, and B Corps, Oh My! Corporate Structure Matters,  that [the public is]  just 
asking for corporations to give “...fair returns for all stakeholders” (Friedenwald-Fishman 
2011).  Somewhere along the way some corporations lost sight of that. 
Another contextual consideration is that certified B corps aren’t benefit corporations. Often 
these two are confused with one another. Certified B corps is a seal, a certification. There 
aren’t any structural changes required of applicable companies to be a certified B corp; only 
LLCs, S corporations and C corporations are applicable. Benefit corporations however are 
corporate structures legal in certain states. This paper will continue to distinguish the two but 
will solely be focusing on certified B corps. An example of a benefit corporation is Kickstarter. 
Kickstarter s a creative catalyst from artist to connect with supporters in an alternative way: 
 
“Kickstarter help artists, musicians, filmmakers, designers, and other creators find the 
resources and support they need to make their ideas a reality. To date, tens of thousands of 
creative projects –big and small – have come to life with the support of the Kickstarter 
community.” (Kickstarter: About Us 2017) 
 
Lastly, although most arts organizations are known to be nonprofits, they are a minority of 
museums that operate as for-profit. The Museum of Sex in New Yok City operates as a for-profit. 
 
5 
Albeit, for-profit make-up a small number of U.S museums and they do not advertise their 
structural status, they are indeed for-profit (Donley 2014, 8-10). The biggest hurdle for arts non-
profit becoming certified B corps is its structural status as a 501(c)(3).  
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CERTIFIED B CORPS: WHAT IT IS, THE BACKGROUND, and HOW TO BECOME 
ONE 
 
 
 
 
 
 
 
“B Corps are for-profit companies certified by the nonprofit B Lab to meet rigorous standards of social and 
environmental performance, accountability, and transparency.”   -B Lab(B Corps 2017) 
 
 
Certified B corps are a triple bottom line third-party certification seal given by the B 
Lab, the nonprofit entity behind the B certification seal. The triple bottom line ideal values 
people, profit and planet. The triple bottom line theory stemmed from John Elkington’s book 
People, Planet & Profit published in 1994. The three pillars are best defined as: 
“One is the traditional measure of corporate profit—the ‘bottom line’ of the 
profit and loss account. The second is the bottom line of a company's “people 
account”—a measure in some shape or form of how socially responsible an 
organisation has been throughout its operations. The third is the bottom line of 
the company's ‘planet’ account—a measure of how environmentally 
responsible it has been.” (Idea: Triple Bottom Line It Consists of Three Ps: Profit, 
People and Planet 2009) 
 
 
The B Lab threads three evaluation metrics along with the triple bottom line theory: 
- performance, accountability and transparency. In order to become a certified B, 
companies have to successfully meet a quantifiable and qualitative set of social and 
environmental metrics via the triple bottom line theory based on performance, 
accountability, and transparency. 
The standard of B corp certification is based in the belief of “...using business as a 
force for good business”(Honeyman 2014, 8-9). Its impact isn’t just on monetary gains - it 
stands strong in the triple bottom line idea which differentiates it from standard companies in 
the marketplace. Companies that decide to become certified B corps consider all stakeholders 
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involved in the life of the business. Certified B corps is a way to contextualize sustainable 
businesses and practices to a standard of performance. A unique characteristic of the B 
certification is how its certification has merit in being multidisciplinary. Say a coffee bean 
producer is a certified B corp, the certification seal signals that the coffee producers are 
organically growing, roasting, packaging and distributing their product, as well as, staying 
conscious of their worker and wages. Often times singular certifications like LEED 
certification1, Fair Trade certified ™2 and USDA Organic
3 only access one faction of the 
company. For example, if a company produces coffee beans organically they would apply for an 
Organic seal. However, the USDA does not assess whether a company uses Fair Trade. The 
company would need to apply for a separate certification for Fair Trade approval. So, if a 
business finds itself wanting to express how conscious they are across their entire line of 
business they may need to apply to a few different certifications to express that. Certified B 
corps is a singular certificate that scans the entirety of the business with each industry's 
highest conscionable standards. Certified B corp process is an entire top-to-bottom evaluation 
of each applying organization. Both internal and external practices have to meet a standard in 
which all stakeholders are considered in the transparency, accountability and performance. 
When an organization becomes a certified B corps, the singular seal means that the entire 
organization has been analyzed and benchmarked based on the highest level of acceptability. 
Certified B corp, along with other social/environmental metrics and alternative 
business models, are allowing companies with greater causation than self-interest to explore 
structures and certifications that would align more suitably with their structure’s effort 
                                                
1 LEED: Leadership in Energy and Environmental Design - LEED works for all buildings—from homes to corporate 
headquarters—at all phases of development. Projects pursuing LEED certification earn points across several areas that 
address sustainability issues. Based on the number of points achieved, a project then receives one of four LEED rating 
levels: Certified, Silver, Gold and Platinum.  
2 Fair Trade certified - products were made with respect to people and planet. Our rigorous social, environmental and 
economic standards work to promote safe, healthy working conditions, protect the environment, enable transparency, and 
empower communities to build strong, thriving businesses. When you choose products with the Fair Trade label, your day-to-
day purchases can improve an entire community’s day-to-day lives. 
3 USDA Organic - provide economic opportunity through innovation, helping rural America to thrive; to promote agriculture 
production that better nourishes Americans while also helping feed others throughout the world; and to preserve our Nation's 
natural resources through conservation, restored forests, improved watersheds, and healthy private working lands. 
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without compromising the mission of the company. A white paper written in 2012 by 
NBIS, Network for Business Innovations and Sustainability, stresses the importance of a 
driven movement (that) “...fill[s] this gap by formally extending the purpose of a 
corporation beyond creating shareholder value toward an entity that generates impact or 
benefits for a society as a whole.”(NBIS 2012, 2) With people, planet and profit acting as 
the foundation of the what it means to be a certified B corp, companies are allowing 
stakeholders a full view of their company. Certified B corps acts not in self-interest but 
instead in selfless interest. What the B Lab is doing for organizations and enterprises via 
certified B corps is complementary with “...serve[ing] a global movement of entrepreneurs 
using the power of business to solve social and environmental problems. B Lab serves these 
entrepreneurs through three interrelated initiatives that provide them the legal infrastructure 
and help them attract the customers, talent, and capital to scale” (Honeyman 2014, 9-11). 
The B Lab has officially certified over 2,000 organizations across 50 countries spanning as 
of early 2017 (B Lab: Certified B Corps 2017). 
Some widely recognizable certified B corps brands are Ben & Jerry’s, Patagonia, 
Etsy, Cabot Cheese Cooperative, and Philadelphia’s very own Warby Parker. Each one of 
these nationally known companies represent different corners of the economy, yet also a 
positive sustainable social and/or environment business imprint. All certified B corps have 
their own pages on the website displaying biographical information, reasons why they 
became a certified B corp, B Impact Assessment Score (which will be explained later) and 
public financial records. Here are some short insertions of those companies pulled from 
their pages on the B corporation website: 
 
Ben & Jerry’s ice cream only has ingredients from family farms where the cows and milk are treated 
with character while artificial hormones are null. Ben & Jerry’s famous ice cream isn’t loosely sold at any 
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store, nationally and internationally, they take distribution a serious part of their brand (Trilling 2014). Ben & 
Jerry’s is also cited giving 7.5% of pre-tax revenue to charity. (Certified B Corp - Ben & Jerry’s 2017) 
 
Patagonia, an outdoor apparel and equipment company, said they decided to be a certified B corps 
because of “…[the] love of wild and beautiful places demands participation in the fight to save them…”. A 
company founded by an outdoor enthusiast, Patagonia doesn’t just make durable product but works to 
preserve and find solutions for the changing environment. (Certified B Corp - Patagonia 2017) 
 
 
Etsy, an international internet bazaar, allows creative products markers to sell directly to consumers 
without selling or competing in a big box store or major retail e-commerce. Etsy says that they are a “people-
powered company with a social mission. Its business model relies on fostering a strong community of creative 
entrepreneurs -- to which its financial success and ability to grow is intrinsically linked. (Certified B Corp –Etsy 
2017) 
 
Cabot Creamery Cooperative, a creamery company, is firm in their mission today as they were when 
they started in 1919. “They hold to generations of family traditions while adopting new best practices, 
advancing public agriculture policy and driving sustainable innovations to benefit the land, improve animal 
care and enrich communities on behalf of their families and consumers.” (Certified B Corp – Cabot Creamery 
2017) 
Warby Parker, a Philadelphia eyewear company, saw a problem and created a solution. The problem 
the young Warby Parker founders noticed, as we all have noticed, is the price of glasses and prescriptions. 
The University of Pennsylvania graduates decided that the quality of eyewear shouldn’t be controlled by an 
oligopoly of companies whom sole practice to charge as much as the market will let them. Warby Parker has 
been able to ignite change in the eyewear industry “By circumventing traditional channels and engaging with 
customers directly through their website, Warby Parker is able to provide high-quality, beautifully designed 
prescription eyewear for $95.” (Certified B Corp – Warby Parker 2017) 
 
 
All of these companies are famous not only for their products but for the quality and 
impact on what they specifically value either in social progression/activism and/or 
environmental advocacy/awareness. Many of the organizations have changed the 
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transactional process in their fields by being more conscious of the supplier, supply chain, 
consumers, packaging and social/environmental footprint. 
 
 
 
BACKGROUND 
 
 
The B Lab is a nonprofit organization located in the suburbs of Philadelphia and is 
responsible for creating certified B corp. Certified B corps was formed in 2006 by the co-
founders of the shoe company AND 1, Jay Coen Gilbert and Bart Houlahan. Along with 
Gilbert and Houlahan, their long-time friend Andrew Kassoy joined the two avid 
philanthropists to embark on a new journey after selling AND 1 in 2005 due increased 
competition and declining sales. Gilbert and Houlahan implemented stakeholder 
consciousness with their former company AND 1: 
 
“...had a basketball court at the office, on-site yoga classes, great parental leave benefits, 
and widely shared ownership of the company, and each year it gave 5 percent of its profits 
to local charities promoting high quality urban education and youth leadership 
development. AND 1 also worked with its overseas factories to implement a best-in-class 
supplier code of conduct to ensure worker health and safety, fair wages and professional 
development.” (Honeyman 2014, 8-16) 
 
 
All three men being inspired by social entrepreneurship, quickly realized from 
“community leaders [from the sector] said they needed a legal framework to help them 
grow...” (Honeyman 2014, 8-16) in the marketplace in a unique way. And thus, the B Lab 
began in 2006 in effort to solve this demand. 
 
 
KEY REQUIREMENTS: BECOMING A CERTIFIED B CORPS 
 
 
A certification, like certified B corps, builds on existing for-profit corporate 
structure for legal reasons. Non-profits do not qualify because they are organized 
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under IRS tax code 501(c)(3)4. Sole proprietors are also unable to become certified B 
corp because “[the] organization is not formally organized as a corporation and 
therefore has no corporate governing documents” (“What’s The Process” 2017). 
However, structures like S Corps, C Corps and LLC do qualify for certification 
because of its corporation status and the ability to change existing articles of 
incorporation without a complete structural overhaul. 
 
 
PROCEDURAL STEPS: IN BECOMING A CERTIFIED B CORP 
 
 
 
The application for the certification is completed on the B Lab website. Once an 
applying company has registered for the B Corp certification, the vetting process for 
approval starts with B Impact Assessment test. The B Impact Assessment test comprises of 
150 questions that evaluates the applying company’s social and/or environmental 
accountability, transparency and performance via the triple bottom line theory. 
The grading scale of the B Impact Assessment has drawn some criticism around 
what is considered a passing score which ranges from 80-200. The passing point system 
has many people asking about the large variance. The B Lab describes the score system as 
such: 
“Setting this threshold is admittedly a work in progress, but here is how the 
Standards Council arrived at 80. 
 
Since each impact area (ie. Workers, Community, or Environment) is 
worth roughly 40 points, achieving 80 points total would mean that the 
company has to excel in multiple areas to achieve B Corp Certification. 
 
Philosophically, the Standards Council aims to recognize those companies as 
B Corporations that create positive impact in multiple impact areas, instead 
                                                
4 501(c)(3) - To be tax-exempt under section 501(c)(3) of the Internal Revenue Code, an organization must 
be organized and operated exclusively for exempt purposes set forth in section 501(c)(3), and none of its earnings may 
inure to any private shareholder or individual. In addition, it may not be an action organization, i.e., it may not attempt to 
influence legislation as a substantial part of its activities and it may not participate in any campaign activity for or against 
political candidates.  
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of just one. As an example, a company that achieves 80 points is more likely 
to be one that produces chairs from recycled metals AND pays fair wages to 
its employees (amongst many other practices). In this way, the Assessment is 
asking businesses who might only be using recycled metals in manufacturing 
but not necessarily creating positive impact elsewhere to aim higher while 
simultaneously acknowledging that this one practice alone is creating 
positive impact.” (B Impact Assessment FAQ 2017) 
 
 
After the B Impact Assessment test is reviewed, the organization is then interviewed 
by phone with a B Lab staff member to further assess whether the certification seal would 
align with the organization. The call is generally about 60 minutes in which time the 
company and the staff member review the answers the company provided while making 
any correction if needed. If a company is accepted by the B Lab, then the company has to 
look inward and align the company’s articles of incorporation to include the certified B 
corps standards. The $500- $50,000 cost is then accrued once the organization passes and 
accepts becoming a certified B corp and every year after. The amount paid is calculated by 
the sales revenue of the business. Below is the pricing structure posted on the B corp 
website. 
 
  
Annual Sales Annual Sales 
$0 - $149,999 $500 
$150,000 - $1,999,999 $1,000 
$2 MM - $4,999,999 $1,500 
$ 5 MM - $9,999,999 $2,500 
$10 MM - $19,999,999 $5,000 
$20 MM - $49,999,999 $10,000 
$50 MM - $74,999,999 $15,000 
$75 MM - $99,999,999 $20,000 
$100 MM - $249,999,999 $25,000 
$250 MM - $499,999,999 $30,000 
$500 MM - $749,999,999 $37,500 
$750 MM - $999,999,999 $45,000 
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$1 B+ $50,000+, depending on 
the structure of the 
company. 
 
Figure 1: Annual certified B corp fees according to the businesses’ annual sales revenue (Certified B Corps: Make It 
Official 2017) 
 
 
 
Below is an outline of those following steps after the B Lab has granted a company 
certification: 
 
 
 
 
Figure 2: The following steps after being granted the B certification (What’s The Process 2017) 
 
Once a company has become a certified B corp, it must comply with the 
transparency requirement of the certification by publishing annual income reports through 
the B Lab. The reports becomes public record and are posted on the certified B corp 
website via the organization’s page (each organization has its own public page on the B 
corp website). Companies have to recertify every two years to keep certification status. 
 
 
BENEFITS OF CERTIFIED B CORPS 
 
 
 
Being a certified B Corp offers a great supply of advantages in an economic battlefield 
where industries, sectors and companies are just trying to get a slice of the demand pie. Jay 
Coen Gilbert, co- founder of the B Lab, said "the current shareholder model doesn't meet the 
needs of entrepreneurs, business leaders and investors who want to make money and make a 
1	
•Obtain 
shareholder 
approval of 
your board- 
approved 
amendment 
2	 •Obtain board approval of your 
planned 
amendment 
3	 If a corporation, file your amended 
articles with your 
Secretary of State 
within 1 year 
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difference.” (Tabuchi 2015). The following are major advantages and benefits of being a 
certified B corp cited in The B Corp Handbook: 
 
 
 
 
Figure 3: The Ten Benefits of being a certified B corp. (Honeyman 2014, 19-40) 
 
 
 
 
DISADVANTAGES OF CERTIFIED B CORPS 
 
 
 
 
The certification process costs time and money. For a larger company, like Patagonia, the 
$500-$50,000 annual certification fee isn’t detrimental (Solnik 2015). However, the 
certification fee is dependent on the annual revenue of the applying organization. Although the 
certification cost is dependent on the organization's annual revenue, it is often still too high for 
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smaller organizations to afford. Larger organizations with higher annual revenue would be 
charged more based on their revenue stream while smaller organizations would have the same 
ratio based on their smaller annual revenue. The other concern is the time it takes to get 
through the application process. The B Impact Assessment is free, but it takes between 60 and 90 
minutes to answer all 150 questions" (Juntti 2013). Some of the questions can be difficult to 
answer, depending on the type of organization applying. The questions aren't tailored by 
industry. 
Certified B corps is still a fairly (started in 2006) new conversation in the standardized 
social/environmental benchmarking world; brand recognition outside of the ethos of 
conscious buying and selling to consumers is very narrow. The certified B corp label on 
products isn't nearly as recognizable to a wide range of consumers as many other seals, such as 
Non-GMO or LEED. Prue Barrett is the founder of Agrodolce for Fast Foodies which is a 
Brooklyn-based company that “Package[s] and sell[s] slow-cooked provisions – stocks for 
meat and fish, chutneys, caramelized onions – that can be mixed with fresh ingredients to 
build fast but wholesome meals” (Bruder 2012). When Barrett was asked about the certified 
brand reaction from consumers she says “To be honest with you, it’s so new. I don’t think 
people really genuinely know how it’s going to play out just yet” (2012). A spokesperson 
from the B Lab agreed with this same sentiment by saying “The largest hurdle is awareness. 
The movement is young, and while many companies have acknowledged that it's time for a 
change, few realize that there is a certification that looks at not just the product, but the 
company" (Tran 2014). Certified B corps has the potential to be a major seal and standard 
used not only within certain industries but known to consumers  
Another issue with certified B corps may arise if a company decides to go public. In 
2014 Etsy was the first company to go public with the B certification seal. Before going 
public Etsy had shares close to $30, but after one day of being officially an IPO 
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organization, its share value dropped by almost half, to $16 a share (Tabuchi 2015). The 
confidence in the B movement on Wall Street just isn’t there, as shown with Etsy’s IPO 
debut, said by. Etsy was the first certified B corps to go public, the reasons for its could be 
due the B certification and its unconventional take on corporate governance or by the IPO 
pricing itself.  
 
 
DIFFERENCE BETWEEN CERTIFIED B CORP AND BENEFIT 
CORPORATIONS 
 
 
 
“Benefit Corporations are a new class of corporation that are required to create a material positive 
impact on a society and the environment and to meet higher standards of accountability and 
transparency”.   -B-Lab (Benefit Corporation: FAQ 2017) 
 
 
Confused and often mistaken for certified B corp (and vice versa), a benefit 
corporation is a legal business entity. Similar to business entities like LLCs, S and C 
corporations, benefit corporations have a for-profit structure with the social and 
environmental consciousness baked into its legal architecture and construction. As opposed 
to certified B corps, the seal is a verified allegiance to social and environmental issues. An 
applicable organization doesn’t have to reorganize its business structure to become a 
certified B corps. In contrast, an organization seeking to become a benefit corporation must un-
incorporate and re-incorporate as a benefit corporation. IceStone, a Brooklyn-based company 
that makes countertops and other surfaces from recycled glass said “We operate as a B 
Corp., do everything they say and more. It just was not practical for us to switch over our 
legal entity"(Solnik 2012). Re-incorporating is a difficult process and some companies 
don’t have the resources or need to become a benefit corporation. Hence, the low pressure 
of certified B corp that the B Lab has recognized. Benefit corporations are only available in 
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particular states that have legally passed the structure. Currently, there are 31 states that have 
legalized benefit corporations and seven states with pending legalization. (Benefit Corporation: 
State by State Status of Legislation 2017) 
The B Movement, which is a movement based on awareness of certified B corps and 
benefit corporation (coined by the B Lab), has a two-fold approach to what they deem 
success, either by becoming a certified B corp or benefit corporation. The B Lab considers 
success in the B Movement as having as many companies as possible migrating to or 
adopting the ideology. In other words, a fully executed mission for the B Lab is to have 
applicable companies become a certified B corp or benefit corporation.  The B Movement 
allows a fraternity of organizations the “…opportunity to vastly improve [their] ability to 
address long-standing global challenges” (The B Team. 2016) and operate with social and 
environmental consciousness for its employees, community, society, constituency and the 
organization itself. (Trilling 2014) 
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WHAT IS THE CREATIVE INDUSTRY? 
 
 
The creative industry or creative economy (used interchangeably) is a term that 
describes a constellation of creative industries. The creative industry is defined as a multi-
interdisciplinary field which encompasses both nonprofit and for-profit arts, culture, 
business and technology enterprises (The British Council). The United Kingdom was one 
of the first economies, if not the first, to definitively define creative industry. The British 
Council’s official definition of the creative industry is “those industries that are based on 
individual creativity, skill and talent with the potential to create wealth and jobs through 
developing intellectual property’. The Americans for The Arts (U.S) defines the creative 
industry in it Creative Industries Report of 2015 as “… businesses involved in the 
production or distribution of the arts…arts-centric businesses that range from nonprofit 
[and for-profit] museums, symphonies, and theaters to for-profit film, architecture, and 
advertising companies” (Americans of the Art 2015, 1). Philadelphia’s Office of Arts, 
Culture and the Creative Economy (OACCE), the city’s epicenter for arts, culture and 
supporting enterprises, Creative Vitality Index: Three Index- 2006-2008 report, describes 
Philadelphia’s creative industry (economy) as “a focus on products—the production and 
consumption of creative products—and people—the creative workforce” (Creative Vitality 
in Philadelphia: Three Year Index 2006-2008). The OACCE was re-established in 2008 by 
executive order of Philadelphia’s former mayor Michael Nutter. Noticeably and tangibly, 
the creative industry, as defined, touches on just about every faction of art. 
The creative at large represent both for-profit and non- profit organizations. Albeit, 
arts non-profits are known to be traditionally more artful like museums, symphonies and 
theaters, than commercial creative organizations like design and media companies. It 
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should be recorded that there are a small number of museums (who are traditionally non-
profit) that are for-profit. Often blanketed as a non-profit because of the type of 
organization they are, a small fraction of museums operates as a for-profit. The Museum of 
Sex was originally supposed to be a nonprofit organization but its nonprofit profit status 
was declined due to the content not being contextually artful enough according to the 
state’s approval. Thus, they became a for-profit, charging $17 for admission. 
(McCambridge, Ruth 2012) 
For instance, the Museum of Sex in New York City is a for-profit museum.  
Here is a highlight of those profit museums: 
The Museum of Sex in New York City: THE MISSION OF THE MUSEUM OF SEX IS TO 
PRESERVE AND PRESENT THE HISTORY, EVOLUTION AND CULTURAL 
SIGNIFICANCE OF HUMAN SEXUALITY. THE MUSEUM PRODUCES EXHIBITIONS, 
PUBLICATIONS AND PROGRAMS THAT BRING THE BEST OF CURRENT 
SCHOLARSHIP ON SEX AND SEXUALITY TO THE WIDEST POSSIBLE AUDIENCES 
AND IS COMMITTED TO ENCOURAGING PUBLIC ENLIGHTENMENT, DISCOURSE 
AND ENGAGEMENT.	(Museum of Sex: History 2017) 
 
Howkins, an author and professor on the creative industry, poetically describes the 
creativity industry as a confluence of producing creativity (people who create) and 
economics (market) of creativity. Howkins explains and monetizes the creativity industry on 
a global level. Based on the 2012 global economic output census from the Howkins’ book, 
the world’s economy grossed 71 trillion dollars The global creative economy is worth 3.6 
trillion dollars; about 5% of the world’s economy is crafted by the creative industry 
(Howkins 2013, 146-154). To keep in perspective, the United States bailed out the major 
banks on Wall Street for 4 trillion dollars which as the tail spin into the Great Recession. 
(Department of Treasury 2012, 11) 
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Industries in the creative economy 
 
John Howkins apportions the creative industry into four major groups with subgroups: 
Art market, Design, Media, and Innovation. Below list the sub-markets: 
 
  
 
 
Figure 4: Major groups and subgroups of the creative industry (Howkins 2013, 254-208) 
Art Market
Art	(primary and	
secondary	
markets)
Books
Crafts
Film
Music
Perforamance
Video Games
Design
Architecture
Design
Fashion
Toys and	Games
Media
Advertising
Media	
Expenditures
Press	
(Newspapers
and	Magazines)
Televisions and	
Radio
Agencies
Innovation
Research	and	
Development	
Software
Dotcoms
 
21 
 
 
 
 
THE SOCIALLY CONSCIOUS TREND OF STAKEHOLDERS 
 
 
 
 
According to a Nielsen survey, “The Global, Socially Conscious Consumer, “over 66% 
of 28,000 respondents from 56 countries preferred to buy products and services that give to 
causes outside their own interest. Sixty-two percent of the respondents prefer to work for these 
companies, and 59% said that they are more likely to invest in a company that cares” (Nielsen 
2014). Many companies and brands are taking stock of socially conscious demands by 
implementing social and environment programs or a selfless support element to their 
company. For example, Tom’s Shoes brand identity is giving shoes to children and people 
around the world who otherwise wouldn’t have any. Through their nonprofit called Giving 
Partners, Tom’s has expanded their efforts to provide sight services (like sight- saving surgery, 
prescription glasses or medical treatment), safe water support systems, safe birth (including 
skilled birth attendants and the vital materials needed to help a woman safely give birth), and 
bullying prevention services (provide the training of school staff and crisis counselors to help 
prevent and respond to instances of bullying) to people in need. As of early 2017, Tom’s 
Shoes supports to 70 countries and over 60 million pair of shoes to children in need (Warby 
Parker: What We Give Shoes 2017). 
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METHODOLOGY 
 
 
 
The research methods used in this paper are mixed – both quantitative and 
qualitative. The primary research mainly relied qualitative data conducted by interview from 
active industry participants. Jamie Gauthier, the former executive director of the Sustainable 
Business Network; Lindsey Tucker-So from the Office of Arts Culture, and Creative 
Economy in Philadelphia; Clifford Stevens, the CEO and founder of CultureSpots; and Jenn 
and Andrew Nicholas from Pixel Parlor, a Philadelphia design company were interviewees. 
The secondary research was mixed methods. I extracted industry quantitative data 
from creative industry population and revenue of John Howkins’ book The Creative 
Economy: How People Make Money from Ideas, the Department of Treasury’s 2012 The 
Financial Crisis Response In Charts and The Global, Socially Conscious Consumer from 
Nielsen’s 2014 report. Qualitative research had been extracted from The B Corp Handbook: 
How to Use Business as a Force for Good, 
The purpose of this paper isn’t to reduce the conclusion to simply address whether the 
companies in the creative should become certified B corps but rather bring visibility to an 
emerging idea of what could potentially be a future for certain companies in the creative 
industry. In the Philadelphia Area there 26 certified B corps, and of that, 7 are creative 
companies (see figure 5). Most of the 7 creative companies in the Philadelphia area are either 
consulting, design companies or are in service to non-profit organizations (B Lab 2017). 
Currently, there isn’t a certified B corps that would be considered a traditional art institution 
like art galleries and museums. However, and immediately, there are a small number of for-
profit museums that structural qualify to become a certified B corp.   
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                               Figure 5:  Philadelphia’s creative companies that are certified (B Lab 2017) 
 
This research is not implying certified B corps is a solution to structural problems in 
the for- profit and nonprofit sectors. Nor does it advocate every organization in the creative 
industry should become a certified B corp. The research explores the potential opportunity 
for companies in the creative industry to take into consideration as an emerging option for 
organizations that see fit. It is beyond the scope of this research to definitively conclude how 
the certification impacts a given sector. 
•Consulting	and	engineering	design	services
In	Posse
•Full	service	production	company	specializing	in	video	for	nonprofits	and	green/sustainable	business
PWPvideo
•Architecture,	planning,	and	consulting	specializing	in	sustainable	design	and	development
Re:Vision	Architecture
•A	full-service	interactive	studio	that	helps	nonprofits	and	sustainable	businesses	use	technology	to	enlighten,	
engage,	and	enact	change
Message	Agency
•Assists	mission	driven	businesses	and	nonprofits	to	develop	high-performing	sustainable	workplaces
Praxis	Consulting	Group
•YIKES	is	a	web	design	&	dev	agency	with	20	years	experience
YIKES,	Inc
•Public	relations	and	communications	services	for	sustainable	and	mission-driven	businesses
Paige	Wolf	Media	&	Public	Relations
 
24 
 
 
 
 
ANALYSIS 
 
 
 
 
 
PROFILE OF ORGANIZATIONS: 
 
 
 
 
Sustainable Business Network (SBN) 
 
 
Until her departure in 2016, Jamie Gauthier was the Executive Director of 
Philadelphia Sustainable Business Network (SBN), a membership organization that supports 
companies in the Philadelphia area that works foundationally on a triple bottom line level. 
The SBN endorses social entrepreneurship and development. The SBN started in 2001 in 
direct response to the demand from social/environmental companies in the Philadelphia area 
to connect to a community of like-minded organizations. The SBN is a leading the coalition 
of Philadelphia’s social/environmental entrepreneurs and businesses like: The Philadelphia 
Higher Education Network for Neighborhood Development, which is a consortium of 
colleges and universities in the Philadelphia area that “works to build the capacity of its 
member institutions to develop mutually beneficial, sustained, and democratic community-
based service-learning partnerships (The Philadelphia Higher Education Network for 
Neighborhood Development 2017). Yards Brewing Company is also a member of SBN. 
Yards’ slogan “Brew Unto Others reflects our commitment to quality, community and 
sustainability. (Yards Brewing Company 2017) 
The SBN network is comprised of over 200+ organizations (Sustainable Business 
Network Directory 2017) with an overlap of some companies also having certified B corp 
seal. Gauthier says certified B corps and SBN have intersecting ideals as well as a close 
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relations with the B Lab due to their physical proximity. Gauthier and SBN believe and 
endorse the mission of certified B corps by serving as a good tool for organizations to 
publicly claim their conscious purpose and attract a community of like-minded stakeholders.  
 
 
 
Pixel Parlor 
 
Jenn and Andrew Nicholas co-founders of Pixel Parlor LLC describe their company 
as: 
 
 
“a design studio that specializes in print, branding, web, interactive and EGD 
(environmental graphic design). We collaborate with a variety of 
organizations and companies, but we focus on design for performing arts, 
entertainment, fine arts, education and not-for-profits.” (Pixel Parlor: About 
Us 2017) 
 
 
Pixel Parlor LLC was established in early 2012 and became a certified B corp in 
2014. They decided become a certified B corp because of the products they were purchasing 
as consumers. Jenn and Andrew said products like Method, an organic cleaning supplies 
company, and Plum Organic, an organic baby food company, as being largely influential. 
From their purchasing experience, they felt these companies aligned with their idea of 
business morality, and it was a “no brainer that we [they] wanted to pursue B Corp 
certification” for their company. Jenn and Andrew felt like “certified B corps aligned with 
how they have already been running their business by pursuing social impact initiatives and 
sustainability and as a result they clients and collaborators tend to have similar priorities”. 
Like Method and Plum Organic, Jenn and Andrew felt that certified B corps legitimized the 
purpose that they would want to continue to strive for. Pixel Parlor is also a member of 
SBN. 
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Office of Art, Culture and Creative Economy (OACCE) 
 
 
The third interview was conducted was with Lindsey Tucker-So of the Office of Art, 
Culture and Creative Economy (OACCE). The OACCE: 
 
“supports and promotes arts, culture and the creative industries; develops 
partnerships that ensure culture and creativity are essential components of 
the City’s community revitalization, education, and economic development 
strategies; and links Philadelphians to meaningful cultural resources and 
opportunities.” (Office of Arts, Culture and the Creative Economy 2017) 
 
 
Lindsey Tucker-So is a research and public policy associate with the OACCE, and a 
Drexel University alumni of the M.S program of Arts Administration. The OACCE was re-
established in 2008 by executive order of Philadelphia’s former mayor Michael Nutter. 
Since then, the OACCE has been a pillar for the arts, culture and creative sector. The 
OACCE works tandemly in Philadelphia’s neighborhoods and with the city’s public policy 
to grow the wealth and health of Philadelphia. OACCE is also known widely for the 
collaborations in public art, exhibitions, programs, performance and reports about the 
sector that consistently advocate for the arts. 
The OACCE is an organization that works diametrically with arts, culture and the 
creative economy. With the inclusion of the creative economy, the city is altruistically 
taking stock and currency to a definable and ever-growing visible sector. 
 
 
CultureSpots 
 
 
 
The last interview was with Clifford Stevens of CultureSpots, a creative mobile 
technology service that launched in 2008 (About CultureSpots 2017). CultureSpots is a mobile 
audio platform used in visual spaces and cultural organizations to enhance the consumer's 
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experience by providing anecdotal content curated by the organization, or collaborative 
content. The mobile audio tour is adding value to visual pieces or exhibitions. The niche 
market for this product has resulted in an oligopoly market place where Stevens understands 
the value of product differentiation; especially in the technology industry where the 
population continues to grow. Although, CultureSpots isn’t a certified B corp the company 
plans applying in the near future. 
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FOUR FACTORS OF IMPLEMENTATION UPON ANALYSIS 
 
 
 
Age of organization 
 
 
 
Established in 2006, certified B corps is a fairly new standard. Through primary 
research it was found that younger companies seem to be more likely to become certified B 
corps. Both creative companies interviewed, Pixel Parlor and CultureSpots, are companies 
under the age of ten. During the time both of these companies were forming and expanding, 
figurehead certified B corps like Ben & Jerry’s and Method had already established 
themselves as industry leaders in conscious business practices. Pixel Parlor credits 
companies like Plum Organic and Method as influential companies that persuaded them to 
look into becoming certified B corps. 
Younger creative companies are indicative to the times, and the times are more 
conscious-driven. With over 66% of 28,000 respondents from 56 countries preferring to 
buy products and services that give to causes outside of own interest. Sixty-two percent of 
the respondents said they would prefer to work for these companies, while 59% said that 
they are more likely to invest in a company that cares (Nielsen 2014). When asked if the 
expanding creative industry can benefit from this conscious way of producing and 
consuming, Jenn and Andrew of Pixel Parlor, stated: 
 
 
“Currently, this kind of conscientious consumer and organization is niche, mainly 
due to the generational divide, and willing awareness of significant world issues and 
the impact that individuals and organizations can make upon these issues. I believe 
that once the younger generation —who tends to be more aware of B Corps and 
sustainable and social initiatives— start taking on more significant leadership 
positions, and this becomes their priority, there will be a broader effect that trickles 
down from thoughtful leadership.” (Nicholas) 
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Conscientious buying and producing is on an upward trend with consumers, producer 
and all stakeholders that value being valued. Being able to brand and align your company 
with a standard like certified B corps can make a product stand out and more attractive to 
potential consumers and investors who align themselves in the same way, said by Clifford 
Stevens of CultureSpots. Younger companies tend to be more experimental with the notion of 
having an alternative metric to benchmark impact. 
 
 
Community Support 
 
 
 
Tucker-So of the OACCE and Gauthier of the SBN, both stress the importance of 
municipal support for companies seeking to become certified B corps. Tucker-So said the 
only way progress continues in our sector is having municipal support. Gauthier pointed out 
through the B Lab’s engagement with Philadelphia’s social/environmental sector, the city 
enacted an incentive to give back $4,000 tax credit to certified B corps in the Philadelphia 
area. 
Although municipal support is important, so is the support from the B Lab. Going 
through the process of getting certified can be a little confusing depending on the type of 
organization applying, Jenn and Andrew experienced this when taking the B Impact 
Assessment test. They felt as though the questions were “focused on companies that are 
consumer products. Making the leap to how those [questions] applied to design services 
took some translation and creative considerations”. They cited that the help from the B Lab 
with decoding the questions to their specific organization made it easier to get through. 
Gauthier of the SBN has seen this problem with companies in her organization when 
applying for the B certification. Gauthier and her organization knew how confusing the 
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process can be for some organizations, and thus the SBN offers service in collaboration with 
the B Lab to help. SBN offers one-on-one counseling and group sessions for companies 
either curious or wanting to become certified B corps. Many of the SBN’s members are 
certified B corps because of this initiative. 
Lastly, community support from the consumers and clients is steadily growing. Jenn 
and Andrew use their certified B corp status as an attribute when pitching to clients. Their 
mission is to attract like- minded organization to their door. Because certified B corps is so 
new, brand recognition isn’t as wide of a scale quite yet for Pixel Parlor to see instant 
benefits. They “...thought that potential clients would go out of their way to seek out B 
corps, but that doesn’t seem to be the case”. They also understand, now, that certified B 
corps is very young in its life cycle of standards and business models, and they accepted the 
process of it taking time. As a result, they have embraced that “Some industries/clients find 
it to be a turn-off and write us off as flaky/hippies/tree huggers, and think our priorities are 
superfluous... it can weed out some bad clients very early on”. Albeit, this can be seen as 
losing income or potential clients, companies who seek clients who are able to see 
themselves in a product/service, and vice versa, could be an added value or connective 
tendon that strengthens a relationship and encourages more companies with the same ideals 
to endorse the company’s purpose.   
 
 
Understanding the Structure of an Organization 
 
 
 
It’s rather important to understand the structure of an organization before deciding to 
become a certified B corp. As it stands, only for-profit structures like LLCs, S corporations 
or C corporations are eligible to become certified B corps. Unfortunately, under the tax 
code of 501(c)(3), nonprofit organizations are ineligible because they are tax deductible. 
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Lindsey Tucker-So of the OACCE can only imagine companies on the commercial side 
adopting certified B corps. However, the creative industry incorporates both nonprofit and 
for-profit entities. And although minimal, there are for-profit arts organizations like the 
Museum of Sex. Because the Museum of Sex is for-profit that would make it eligible in 
becoming a certified B corp. This would marry the idea of an arts institution being a 
certified corp.  
Certified B corps works under the ideology that all stakeholders matter. Although, 
nonprofit organizations are not able to convert into a certified B corps without completely 
redefining the structure and funding, companies that are eligible (creative companies like 
Pixel Parlor and CultureSpots) may not necessarily be a traditional arts nonprofit but they 
do work in collaboration with, or for, nonprofits. CultureSpots web-based platforms are for 
visual art institutions and Pixel Parlor works with nonprofit organizations like the American 
Museum of Natural History and BalletX, a Philadelphia ballet company. The creative 
economy is a hodgepodge of industries, and even though the commercial side of the 
creative economy aren’t traditional art institutions, some commercial creative companies do 
contribute the success of traditional art institutions. The commercial side of the creative 
economy is still producing creative work even if they are for-profit.  
All in all, it is too soon to deduce whether certified B corps can replace some 
organizations in the nonprofit sector. Certified B corps are just too new. 
 
 
Time and Resources 
 
 
 
Gauthier of SBN noticed that some of the SBN members had major barriers with the 
cost and the time, especially for smaller organizations early on when becoming certified. 
The B Impact Assessment is 150 questions ranging between 60-90 minutes long. As 
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experienced with Jenn and Andrew of Pixel Parlor, it was confusing given their design 
company. The B certification process is a top- to-bottom assessment of an organization. For 
instances, say a coffee company is seeking certifications for a building (LEED certification) 
and also a non-conflicting trade certification (Fair Trade certified) for its harvest, a 
company can apply for one certification (B corp) instead of separate certifications. Certified 
B corps evaluates all industry standards. It some ways, it would be less costly if a company 
is seeking multiple industry validation. The cost associated with the B certification is 
determined by the company’s annual sales revenue (see Figure 1). However, some 
organization of certain sizing many have capacity to spend on fees. The SBN also offers 
help with this for its members. 
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Conclusion 
 
 
 
Certified B corps is new to the conversation of standardized metrics, but it has picked 
up traction in its short years of implementation. However, it is hard to fully understand the 
success and impact it will have on a specific sector when examining brand awareness and 
equity, wide impact and validity as a certification. The evidence stands that a few big 
companies (Ben & Jerry’s and Patagonia) have paved the way for many companies (big and 
small) in a variety of industries to think about their imprint on the world what type of positive 
impact can they create. The creative sector has always followed this in many ways. It seems 
like the creative industry could use this opportunity to its advantages as brand/product 
differentiation. I recommend the creative industry to keep their finger on the pulse with 
certified B corps, but possibly wait until the certification has matured. It still unknown to how 
ubiquitous the brand recognition will be and its impact on sectors. Until then, it is too soon to 
predict the outcome. 
However, and immediately, there are a number of for-profit museums that structural 
qualify to become a certified B corp. There isn’t a precedent of a traditional art organization 
becoming a certified B corp. Nonetheless, I believe that it could happen but within time. It is 
going to take one traditional for-profit art institution to test the success.  
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